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About Me

* Co-Founder & CEO @CaliberMind (B2B
Ops & Analytics firm)

* Former intelligence officer (SIGNIT)

* 2x entrepreneur

* Product guy (@Tapinfluence, @FullContact)
» Marketing technologist

« Startup mentor @Techstars)

A LITTLE
INTELLIGENCE
LONG WAY
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Why Legacy Analytics Tools Are Failing Marketers

How CanWe
Make It Happen? €—— Use Testing &
Experimentation
P Prescriptive
What Will Analytics To Learn How To
Influence

Happen?

: Predictive
Why Did It ;
Ha)|; pen? Analytics
eg,'\‘?:‘(\'i
What Diagnostic ot

Happened? Analytics

Value

Descriptive e
Analytics o

Difficulty Gartner
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The Analytics Continuum

Analytics Human Input
Descriptive
What Happened?
Focus of most Data ——— | Decision +— _notdirectly
. " Diagnostic +
Big Data” and Why did It happen? supporting the
modeling tools... ———— marketer's single
Predictive most important job

What will happen? of taking the “right”
—————————————————————————————— actions to achieve

Prescriptive their desired

What should | do? outcomes
Decision Automation

Feedback

Decision Support

Gartner
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Rise of AIM

Which Technologies are
Ready for Marketers Now?

PREDICTIVE
ANALYTICS
« Natural Language ol
Processing
H H MACHINE
* Machine Learning LEARNING INTELLIGENCE

q

* Predictive Analytics
* Deep Learning

DEEP NATURAL
LEARNING LANGUAGE
&8 PROCESSING
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Amara’s Law

We tend to overestimate the effect of a technology in the short run
and underestimate the effect in the long run

Full Automation
Technologies (Al)

Technology Impact

Human Augmentation ML
Technologies (1A)

We are here today

(in real world deployment)

Image credit: Anupam Rastogi
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The Impact of Al on B2B Conversion Rate

~3-5% lift
~3-5% lift
|
~6-10% lift Journey
Key Account ~ Orchestration
Targeting
Behavioral
Segmentation
Predictive
Lead Scoring
without CaliberMind with CaliberMind
~17% ~30-39%
conversion rate conversion rate
(MQLs to Sales)

{MQLs to Sales)
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The Data Science Hierarchy of Needs

e Al Deep Learning

LEARN / A/B Testing, Experimentation,
OPTIMIZE Simple ML Algorithms
AGGREGATE / Analytics, Metrics, Segments,

* Aggregates, Features, Training
LABEL Data
EXPLORE / Cleaning, Anomaly
TRANSFORM Detection, Prep

Reliable Data Flow, Infrastructure,

gAT%\‘I;IE/ Pipelines, ETL, Structured &

Unstructured Data Storage

Instrumentation, Logging,
Sensors, External Data, User
Generated Content

COLLECT
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B2B Buyer Journey

e -

R Visits Website Online Research ‘Qualification Call
Executive Google Analytics (2nd) Intent Data (3rd) Meetings/Call Analytics (1st)

©

Event Sales Meeting Purchase
MA| Events (1t Meetings/Call Analytics (1st) CRM (1st)}
. o st} Contracts & Billing (15t)
> ek
Decision Maker CMS (1st)
Web Personalization (1st)
e Signs Up for Newsletter Event Invite
. MAP (1st) e Events (1st]
Downloads Case Study
Influencer MAP/Content Marketing (1st) Meetings/Call Analytics (1st)
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Siloed Data is Your Enemy

Customer Journey

Can't access Doesn't have No access to No visibility into
customer data or access to budget technical resources marketing activity
systems
AdTech MA SFA CRM Revenue CPQ Support Chat
n 0 Customer Success
Marketing Ops Sales Ops Biz Ops o
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Disconnected Tech is Your Enemy

# Per
Cloud Storage Cloud Storsge Category Enterprise
sl Marketing 91
HR 90
Cloud Storage/
Comebonn Collaboration 70
Cloud Storage CRM/ SFA Finance / 60
Accounting
(S CRM / Sales 43
Software 41
Development
Saitain Errrs Productivity 37
Social 30
Collaboration Infrastructure Cloud 27
Storage
Collaboration Collaboration T Service /
Application 25
Business Intelligence Management

Source: Mary Meeker, 2017
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Marketing Technology ANALYTICS & REPORTING
Blueprint F2016
BT e ol

Email campaign reports
anghtedze
sto

WEB PROPERTIES

Responses
Lawyer Bios o

[

LEGEND Web Conter

Piihireed Marketing Database

@ Userade pamed 2015
______ 5 A
Wil o ow
XaaL e Services

—_—
Integrated data flow

bitches &
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If You Are Not Good at Data, You are Not Ready for Al

Figure 1
Data management maturity curve

Chief Data Officer role in

Level of trust indata as a strategic asset

®.® Sponsars, charters, and place and accountable for
M = success metrics y  corporate-wide data assets.
Q) ' [
u . . Clear ownership between @ Data quality monitored as
: = No data-specific roles business and IT part of standard operations
]
' [}
: 0 Platfor hta
55 Nounderstanding of Tactical fixes within Focus on discovery and =) e tialr et
data guality impact department silos root-cause analysis visunlizir’m data g

Level of maturity in people, processes, and technology surrounding corporate data

Source: Experian, 2016
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Step 1: Get Better with Data — Install a Customer Data Platform

Connect Store, Unify & Enrich Orchestrate
1st Party (Buyer Data) B2B Customer Data Platform Better Targeting
Google .
iNre A S Linked [
CRM P fy
\_ ifl'Terminus
Marketing Automation .o
1 1 Better Nuturin;
- CaliberMind .
‘Web Analytics
. ‘;’( Email
Content Marketing Enrichment Marketo
Webinars Linked m Social
2nd & 3rd Party Data Partners
Video Marketing ) Website
B Femogapnic (S P Qevergage ;. oniation
Emails
CIA.  Technographic {0 Peychographic Better Selling
Direct Mail 3= =
outreach w &:‘
Recorded Sales Calls §@!] Intent U ) Predictive
Outbound Emails  Conversations
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Step 2: Use Al/ NLP to Analyze Unstructured Data (80% of Customer Behavior)

Type A Champion New Persona Influencer / Gatekeeper Hidden Sponsor / Budget
Mobilizer Ops / Salesforce / Data Holder Likely to Close in
1-2 Weeks
F ded message —--—---

From — — —
Date: Sl Jan 22, zowmrzum
Subject: Re: Getting Started With CaliberMind

g Rachel lsrael (mWiw,mm o> High Propensity to Close

Thanks for reaching out, Rachel! | am copying . here so you two are connected for [ifGNINE GelgoINGWINICAIBEIMING. | hope to GEllapPOValthISWEEK.
I please see below '°f_ about SJEHlfigl CaliberMind with SEDE. Its a little FESSMpHive since we FEVENfialZEdGUraGreementyel. but at

least you'll have this info
Hope you both had a great weekend! / \
ER
‘Make the Selection’ stage - Legal review might be required

7 value actualization materials to close deal by 1/31
» IT/ Data Tech Persona might be required
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Step 3: Move from Rule-Based to Machine Informed Marketing

B o
48 Calton Mt P
. & weonen
I° UNLOCK THE HIDDEN VALUE IN - o
Collague A [ YOUR DATA!
wsuea
® 1- Request C‘Mmlgn ' Speak each prospect's language © banner-image
# Generate more revenue from marketing &/ banner-coment.
® Unlock the potential of your database ¢/ buliets poless.
wn
Choice 1% S
I VistedWebPag = s
Requested Campaign: COMX Infographic 02-Send Tab 3 + —
S r o CaliberMind
e e resons
Forw e tab 3 campaign and " INNOVATE, DIFFERENTIATE, ey
COMMUNICATE = ssorer e
e creee
© Bioeding edge ratural anGUa0e procesEng * Sotem s
® Prodict what 3 prospect wants 10 hear san
® Try 2 smarter waty 1o profile and segment 38 Baiaciins
your catadase -
= oetnr
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From Rule-Based to Machine Informed Marketing

’ i cnEmEmE 2 ¢ A O

§i] Sales | ome Opomewe v v T v e Adwen v Gesm v Grpsps v Dumees v Mgem v Ounm Gmgs Caends Mg Coms v

[ Gextor Hart e || it [ 58 | i [

s S e BT Buyer Persona

D oenans 8 Calbmitind - Buye Prfie
- P Levet (woowstors

Oppounites (o) - Independant

Cases (0) -

Engagement Tips e o an e S———

[ Campeiga oy () pr—

[ Ly —— e | g i
/ Content Recommendation ===

Takig Ts: Rcomemended Conen:
Commanisation an . e e e o1t e skl o e e o, b e e £ v, A g
Bcomansaton fecty A e A S it i o 5 R B Termea i for Al
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AIM Use Case: Segment / ICP/ Persona

Firmographic Signals Demographic Signals Psychographic Signals
(Customer fit) (Buyer Profile fit) (Buyer Persona fit)

Persona Z

Company 1 / Person 1 (blocker)

Company 2 Person 2 st

\ rsona Persona D
Company 3 REEmd T~ 1 (Influencer) (boss approval)
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AIM Use Case: Segment / ICP/ Persona

™ CaliberMind®

FinOpsHR

+9
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AIM Use Case: ICP / Account Scoring

Attribute Importance

01400
01200
01000
0.0800

0.0600

0.0400

oo |||IIII|||

20000 InEns

Importance
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& \o‘\ S %e’& o e.‘d& ‘Q.O %«‘? {\‘0\ o‘>& o‘>& S
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® NI F & PR
& o & @ v
< °
Attribute
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AIM Use Case: ICP Score

Profile Samples

WEBSITE TITLE CUSTOMER L1 CM PROFILEC PROFILE SCORE C

arrow.com Manager, Oracle EBS Development 2603818 | DBA &7
arrow.com Chief Information Officer [EMEA Global Components) 2603818 | BI 100
arrow.com Manager, Systems Support 2603818 | IT 100
arrow.com Manager, Oracle i & Database Admini: d 2603818 | DBA 100
arrow.com Director, CRM Programs 2603818 | FinOpsHR 100
arrow.com Manager, IT Applications 2503818  DBA &7
arrow.com Software Architect 2603818 | Eng/Prod 67
arrow.com Senior Manager, IT Finance & Business Intelligence 2503818  DBA &7
arrow.com VP and Division CIO 2603818 | BI 100
arrow.com IT Software Systems Engineer 2603818 | IT &7
arrow.com Manager, IT Applications Development 2603818  DBA &7
arrow.com Manager, Database Administration 2403818 | DBA 100
arrow.com Directar, IT Oracle Applications 2503818 = DBA 67
arrow.com Manager of DBA Group 2403818 = DBA 100
probuild.com Director, Data Center Operations 1071000 | FinOpsHR 100
probuild.com Manager, Software Configuration 1071000 | DBA 67




B34 [oriin kY

AIM Use Case: ICP Score

CM Profile ICP Match Avg. W
BI 0 B, 35045
@9 DBA, 44308
DBA (0 Engineering,
Enaineeri 19330
ngineerin:
gineering @ FinOpsHR, 16228
FinOpsHR [T, 77373
@ LoB, 13375
T
LoB

90
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AIM Use Case: Propensity to Buy / ICP Impact on $ACV

© Blended Rev by Profile

3k
$60M 57z

@ count
@ services_rev
B mrri2_rev

2k

$40M

$20M

439 254

Eng/Prod FinOpsHR B
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AIM Use Case: From ICP to Personas

BI (2)

DBA (1)

Engineering (3)

Financial/ Ops/ HR (5)

LOB (6)

Enterprise & MM
(>200M)

Enterprise & MM
(>200M)

Enterprise & MM
(>200M)

Enterprise & MM
(>200M)

Enterprise & MM
(>200M)

Enterprise & MM
(>200M)

Clo
Director of BI
Head of Insights and Strategy

Lead DBA
Database Administrator

CTO
Dir. Engineering
Head of Product Management

COO
Dir. HR
Dir. Finance

Dir. IT
Mgr Information Systems

VP. Biz Dev
Dir. Marketing

Focused on reporting
Reports to C- Suite
Responsible for business metrics

Values data integrity
Wants to expand capabilities

Software is strength
Ultimately responsible for delivering functioning, client-facing product

Focused on Revenue & Analytics
Wants to demonstrate contribution to efficiency ($ saved)

Hardware is strength
Responsible for security
Multi-hat role

Could be champion for right DV product
Wants to demonstrate contribution to revenue acquired ($ earned)

Cloud

T

4 CONTACT US.

on Data Management | Speak with Us

Home > Biog > Pricing Database Hosting Senvices — Amazon AWS, Microsoft Azure and Google Cloud

Pricing Database Hosting Services —
Amazon AWS, Microsoft Azure and Google

Content Library / Kapost Craw / https:/

'blog/pricing-database-hosting-services-amazon-

gle-cloud/?subscribe=opted_out

services

data management
dovelopment database

sugpartservices

13
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Training Content Craw - Kapost Crawl

URL v |BI ‘ T v
HTTPSy/ OG/MEET-SPLUNK/ 0.0078 0.9646
HTTP:// PENGINE.COM/BLOG/THE-BENEFITS-OF-USING-MICROSOFT-AZURE-WITH-SHAREPQINT-2016/ 0.0154 0.9429
HTTPy/ PENGINE.COM/BLOG/MIGRATING-DATABASES-OVERTO-AZURE-SQL-DATABASE/ 0.0105 0.9421
HTTRy// PENGINE.COM/BLOG/THE-BENEFITS-OF-USING-MICROSOFT-AZURE-WITH-SHAREPOINT-2016/ 0.0153 09411
HTTPS:/ G/PRICING-DATABASE-HOSTING-SERVICES-AMAZON-AWS-MICROSOFT-AZURE-AND-GOOGLE-CLOUD/?SUBSCRIBE=OPTED_OUT ~ 0.0169 0.9203
HTTPS;/ OG/PROVISIONING-SQL-SERVER-ON-AZURE-VMS/?SUBSCRIBE=SUCCESS 0.018 0.9141
HTTPS:/ G/TRY-SPLUNK-FOR-DATABASE-MONITORING/ 0.0231 09118
HTTPS:/ G/SHAREPOINT-NSECURITY/ 0.0179 0.9093
HTTPSY/ OG/FINDING-THE-B LUE-MICROSOFT-AZURE-SQL-DATABASH -AMAZON-RDS/?SUBSCRIBE=SUCCESS 0.0127 0.9091
HTTPSy/ OG/WINDOWS-AZURE-BACKUP-SERVICE-RELEASED/ 0.0116 0.8089
HTTPS/ OG/ROW-LEVEL-SECURITY-NEVER-GOT-THIS-EASY-WITH-SQL-SERVER-2016/ 0.0339 0.8905
HTTPy/ PENGINE.COM/BLOG/SECURITY-VALIDATION-AND-PASSWORD-EXPIRATION-IN-MYSQL- 0.0205 0.8902
HTTPSy/ OG/SPLUNK-CONTINUES-TO-CLIMB/ 0.0201 0.8819
HTTPSy/ JG/SHORTCUT-TO-FIXING-A-CORRUPTED-ORACLE-INVENTORY/?SUBSCRIBE=SUCCESS 0.0272 0.8756
HTTPS:/ G/AZURE-SQL-DATABASES-2-LESSER-KNOWN-CAPABILITIES/ 0.0182 0.8726
HTTPS:/ 17Q-AZURE20SQL%20DATABASE%20AL ERTING & FORM=MB1078&MKT -EN-IERSETLANG=EN-GB 0.0411 0.859
HTTPS:/ G/ORACLE-SECURE-BACKUPS-TO-53-ON-10G/ 0.0241 08521
HTTP//[! ERTISE/SHAREPOINT 0.0213 0.8467
HTTP:/! EGORY-BLOG/SHAREPQINT 0.0219 0.8467
HTTP/! ERTISE/ORACLE-APPLICATIONS/SPLUNK-INTEGRATION 0.0178 0.8436
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AIM Use Case: Buyer Journey Orchestration

Customer Deal Days Buyer Touches Seller Touches Human Touches #on-Human Touche2 Deal Count Buyer Count Velocity Likelihood
Kaplan 45 1 3 4 3 3 4 2647 939

CenturyLink 10 0 0 0 0 0 1 0 25%
costa &7 4 3 Z g Z 3 6300 5

Buyer Touch +1
Days +5

Human Touch +1
Days +5

Buyer Touch +1

Seller Touch +1

Non-Human
Touch +2

14
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AIM Use Case: Buyer Journey Orchestration

* What happens to value Non-Human Touch vs Likelihood
of sales velocity if |

. . 0.8
increase a seller action

through increasing o 1\
outbound sales effort? 08
- 05
_g 04 -
+ Can | decrease time to 5 == Likelihood
closure through 3%
aggressive email 02
marketing campaign 01
that increase non- o
human actions? o 1 2 3 4 5 & 7 8 9 1w

Non-Human Actions
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Questions for an Al Marketing Vendor

* What stages of the marketing process would still be managed by humans, and what
is handled by your machine?

+ Can | set guard rails to protect brand and customer experience?

* What kinds of data can your system ingest?

* What channels can your system optimize?

* What aspects of campaign management does your system optimize?

+ Can a Bl analyst or data scientist drill-down or export data for offline analysis and modeling?

» Does the Al platform proactively surface insights that would not be intuited through human analysis?
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CaliberMind — B2B Ops & Analytics

« A Customer Data Platform for B2B  Data cleansing

+ 1-click integrations to >100 * Lead Score Reporting & Analysis
marketing & sales tools « Dashboard planning & implementation

* MAP Migration « Campaign reporting & attribution

* CRM Integration

@custo [Jkapost datAvail Finfogix A& apto
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Find Hidden Revenue in Your Data — FREE Data Check:
Calibermind.com/datacheck

Ask me anything at the Post-Presentation Huddle!

raviv@calibermind.com | @ravivturner

Thank You!

16
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